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Summary  
 
Online shopping is taking over our daily activities as e-commerce has become simple, fast and mobile-
friendly, more and more of us are leaving physical stores behind to make purchases in the virtual world. 
 
Without any doubt, e-loyalty has become one of the critical issues for online shops, but building loyalty in e-
commerce is particularly difficult when web users can just switch to a competing retailer at the click of a 
mouse. It is a whole new ball game out there in the digital realm and those who do not adapt to these 
changes will sorely lose out. (Yeap Ai Leen, Thurasamy, & Omar, 2012). This is also the case for online 
fashion shops partly because customers can easily switch from one online store to another and partly 
because they can easily compare similar items across different online stores (Lu , Chang, & Yu, 2013). Since 
consumers spend more and more money on fashion online, this area becomes of greater interest to 
academics (Hines & Bruce, 2007).   
 
High levels of customer loyalty are also difficult to achieve, due to the lack of interpersonal contact and low 
switching costs (Valvi & Fragkos, 2012). The numerous advantages of online shopping, such as a wider range 
and variety of goods, effortless comparison of offers and immediate access to consumer ratings, make e-
commerce highly competitive (Gensler et al., 2012). As a result, low customer loyalty frequently occurs in the 
online context, creating difficulty in realizing a sustainable and long-term profit for online businesses (Yen, 
2010).  
 
Millennials, born between 1980-2000 and digital natives, feel extremely confident in shopping online. With 
their considerable size, economical spending power and technological background, makes them viable 
targets for e-retailers. Nevertheless, attracting and retaining Millennials prove to be no walk in the park.  
While studies of online shopping are widespread in the literature, studies of gender differences in online 
shopping attitude are scarce and reported findings are inconsistent and demonstrate conflicting findings 
(Cyr & Bonanni, 2005; Dittmar, Long, & Meek, 2004). Scientific literature (Chou et al., 2015) refers to the need 
to extend towards male shoppers which allows to make some generalization, as well as including other 
interesting factors into account to obtain a more comprehensive picture of how to foster e-loyalty. That is why 
this study contributes to more information about this topic and makes it relevant. 
 
With this knowledge, it is very interesting to examining the impact of online experience, online concerns & 
favourable price perception on e-loyalty and exploring the moderating role of gender within Millennials.  
Therefore, the main question in this study is: “Does gender matter in the development of e-loyalty for 
Millennials?” 
To answer this question, a literature study has been done to improve knowledge about the dimensions; online 
concerns, online experience, favourable price perception, e-trust, e-satisfaction and e-loyalty; resulting in a 
conceptual model.  
 
 
 
 
 
As seen in the above conceptual model, this study examines the relationship between the concerning 
dimensions (constructs) and the influence of gender differences. This study answered 11 hypotheses in total.  
To collect data about all the listed dimensions or constructs, the constructs from the conceptual model where 
operationalized on the basis of perceived variables or indicators. Then, an online questionnaire took place to 
collect data for this study. After collecting surveys, we worked with a dataset of 239 respondents, all 
Millennials who have bought at least one time apparel or footwear online last 12 months. We investigated 
these records with the help of Structural Equation Modeling. Besides that, we used a Multi-Group Analysis to 
test the moderating effect of gender and variance analysis to check if significant difference exists between 
male and females.  
Then looking at issues such as validity, reliability and many other issues in the pre-data analysis, we can 
deduct that all the static data were usable and suitable. So, after a thorough analysis, the structural model 
seems to be well founded. The next step was to test the previously formulated hypotheses.  
In some ways, this study has provided some different answers than initially thought. The investigation 
revealed that six of the nine hypotheses are supported. If we look at the structural model, hypothesis 2, 
4,5,6,8,9 are supported but hypothesis 1, 3 and 7 are not supported for all respondents (males and females). 
 
In the research however we look particular to the results gender related within the Millennial population. The 
moderation and variance analysis observed gender-wise significant difference towards e-loyalty within 
Millennials. In that case, hypothesis 10 ‘The model variables differ significantly between men and women’ and 
hypothesis 11 ‘Gender has a moderating effect on the relations between the model variables’ are supported. 
 
So the research question ‘Does gender matter in the development of e-loyalty for Millennials?’ is answered, 
YES it does. This is the case for hypothesis 4 ‘Perceived online privacy will have a positive effect on e-trust’, 
hypothesis 7 ‘The website design influences positively e-satisfaction’ and hypothesis 8 ‘The website design 
will positively affect e-trust‘. This conclusion can be made as well for hypothesis 9 ‘Favourable price 
perception is likely to affect e-loyalty positively’. 
 
In chapter five, limitations, theoretical and managerial implications of this study are discussed, which could 
give some direction for future research.  
 
Key words: 
online concerns ( online privacy, online security), online experience ( website info, website usability, website 
design, delivery efficiency), favourable price perception, e-trust, e-satisfaction, e-loyalty, Structural Equation 
Modeling, Multi-Group Analysis, variance analysis. 
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1. Introduction 
 
The introduction covers the motivation of this study, as well as the problem definition, 
research approach and theoretical –and practical importance. 
 
1.1. E-loyalty for online business 
 
Online loyalty may be defined as a deeply held intention to repurchase a preferred product or 
services consistently from an e-vendor in the future, despite of the presence of factors or 
circumstance that may include switching behaviour (based on Oliver, 1999). According to 
Sreenivasan et al. (2002), e-loyalty is defined as the customer's favourable attitude towards 
the e-retailer that results in repeated buying behaviour.  
Without any doubt, e-loyalty has become one of the critical issues for online business partly 
because customers can easily switch from one online store to another and partly because 
they can easily compare similar items across different online stores (Lu , Chang, & Yu, 2013). 
In other words, online customers can freely visit different online stores and purchase items 
without needing to remain with one specific online store for all purchases.  
 
Building loyalty in e-commerce transactions is particularly difficult when web users can just 
switch to a competing retailer at the click of a mouse. High levels of customer loyalty are also 
difficult to achieve, due to the lack of interpersonal contact and low switching costs (Valvi & 
Fragkos, 2012). 
The numerous advantages of online shopping, such as a wider range and variety of goods, 
effortless comparison of offers and immediate access to consumer ratings, make e-commerce 
highly competitive (Gensler et al., 2012). As a result, low customer loyalty frequently occurs in 
the online context, creating difficulty in realizing a sustainable and long-term profit for online 
businesses (Yen, 2010).  
Customer retention is more important than acquisition as it is a widely accepted fact that the 
cost of acquiring a new customer is more as compared to maintain an existing one (Oliver, 
1999; Reichheld & Schefter, 2004; Olson & Boyer, 2005) and customer loyalty is one of the 
important tools to achieve it (Reinartz & Kumar, 2003). Moreover, in online business, initial 
transactions with newly acquired e-customers are less profitable than transactions with 
existing ones due to high acquisition cost of new e-customers (Carter et al., 2014).  
In the last few years, researchers have explored how to create and/or enhance customers’ e-
loyalty. E-loyalty is inextricably related to the sustained growth and long-term survival of e-
retailers (Anderson & Mittal, 2000; Reichheld et al., 2000; Srinivasan et al., 2002; Zhang et 
al., 2011). Research is therefore essential to further understanding of its antecedents. Kassim 
and Abdullah (2010) and Kim et al. (2009) emphasize that trust and satisfaction are important 
factors to create customer loyalty. In general prior studies have found that e-satisfaction and 
e-trust are two key factors that foster customers’ e-loyalty. Cyr and Bonanni (2005); Chou, 
Cen and Lin (2014) have suggested that online consumer concerns (e.g. online privacy and 
security) and online consumer experiences (e.g. website design and delivery efficiency) are 
two factors across that female shoppers always perceive while shopping on the web and can 
be viewed as antecedents of e-trust and e-satisfaction.  
But price appears to affect e-loyalty in an unclear way despite playing an obvious role in 
customers’ decisions to be loyal to an online vendor or not (Chiang & Dholakia, 2003; Chiou 
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et al., 2010). Jiang and Rosenbloom (2005) examined the role of price on customer retention 
and found a positive direct, although weak, association between favourable price perceptions 
and customer intention to return. Swaid and Wigand (2009) consider price an important 
internal parameter of loyalty behaviors and defined an aspect of it, which they named price 
tolerance. They noted a positive association of price tolerance with certain service quality 
factors. Due to inherent variability and uncertainty in product/service performance across 
different consumption experiences, price often serves as a cue in evaluating their experiences 
with a product/service and in shaping their attitude toward a provider (Han & Ryu, 2009). For 
customers, the price advantage of some Internet retailers may be compensating for poorer 
service quality, since service quality is often positively related to price (Pan et al., 2002). 
Hence, the larger the price difference between vendors, the less e-trust could be expected to 
play a role in maintaining loyalty (Li et al., 2012). Therefore, the role of price in e-loyalty for 
online shoppers will be investigated in this research.  
Internet retailing continued to strengthen its position in the Belgian retailing industry in 2015 
as the channel recorded double-digit current value growth (Euromonitor, 2016). This had an 
influence on all retailing channels. Online sales are increasingly taking share from store-
based retailing, with current value declines recorded in 2015 and it is arguable that internet 
retailing generated all of the positive growth in retailing in 2015. A key factor of this 
development which is especially relevant for apparel and footwear is set to be the further 
development of mobile or m-commerce, which is expected to be a sustained long-term trend 
thanks to the increase of penetration of smartphones. As of 2014, 87% of American adults 
used the internet for purchases (Euromonitor, 2016), with the genders essentially equally 
represented at 87% men and 86% of women online (freshmail.com). Online presence is 
taking over our daily activities as e-shopping has become simple, fast and mobile-friendly, 
more and more of us are leaving physical stores behind to make purchases in the virtual 
world.   
This appears to be especially prevalent among Millennials (Meyer, 2016). Millennials or 
"Generation Y" were the first to grow up alongside communications technology — the first to 
be referred to as ‘digital natives.’  
They feel confident in shopping online, using the Internet for at least 15 percent of their 
spending (Sullivan & Heitmeyer, 2008).  
 
Millennials, born between 1980-2000, became the largest working generation in wealthy 
countries, as in Belgium (statbel.fgov.be).  Generation Y has been deemed as a new sizable 
market segment that is economically powerful to change the landscape of the internet (Nusair 
et al., 2010). Millennials are an enormously attractive market segment for e-retailers. They are 
the‘ ‘superpowers’’ who will fuel a large part of the digital economy (Leen, Thurasamy, & 
Omar, 2012). Millennial consumers set the precedence for online innovation (Yeap Ai Leen, 
Thurasamy, & Omar, 2012). With their considerable size and technological background, 
makes them viable targets for e-retailers. 
Nevertheless, attracting and retaining the Millennials prove to be no walk in the park. Not only 
are e-retailers swamped with numerous competition, they also have to face a web 
environment that has undergone significant transformations over the last few years.  
 
It is a whole new ball game out there in the digital realm and those who do not adapt to these 
changes will sorely lose out. (Yeap Ai Leen, Thurasamy, & Omar, 2012). 
 
With this knowledge, it is very interesting to see what the effects of ‘e-trust & e-satisfaction & 
favourable price perception’ have on Millennials’ e-loyalty. Scientific literature (Chou et al., 
2015) refers to the need to extend towards male shoppers which allows to make some 
generalization since it is expected that females respond differently than males with respect to 
favourable price perception, e-satisfaction, e-trust resulting in e-loyalty, as well as including 
other interesting factors into account to obtain a more comprehensive picture of how to foster 
e-loyalty. That is why this study contributes to more information about this topic. 
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1.2.      Problem definition 
 
As a result of these findings, the following problem definition is justified: 
 
Does gender matter in the development of e-loyalty for Millennials?  
 
1.3.    Theoretical and practical importance 
 
One industry that particularly works with customer experience online is the online fashion 
industry. Mossberg et al. (2010) claim ‘Clothes and footwear are driving e-commerce 
development by changing the shopping experience for the customer’. However, Rowley 
(2009) means there has been limited research about the online fashion industry and how to 
succeed in this area. 
 
Since consumers spend more and more money on fashion online, this area becomes of 
greater interest to academics (Hines & Bruce, 2007).  Given that e-loyalty is important to stay 
competitive, profitable and grow but in particularly for companies to survive, loyal consumers 
should be of interest and importance in the world of online fashion retailers.  
 
While studies of online shopping are widespread in the literature, studies of gender 
differences in online shopping attitude are scarce, and reported findings are inconsistent (Cyr 
& Bonanni, 2005; Dittmar, Long, & Meek, 2004). 
 
Gender differences in online shopping attitude deserve more attention and better 
understanding because research demonstrates conflicting findings. E.g. results of the 
research of Cyr and Bonanni (2005) indicate that transaction security was not as large a 
concern as expected, and perceptions about it did not differ between men and women. But 
there are significant differences in perceptions of website design and website satisfaction 
between the genders, but not for e-loyalty. Garbarino and Strahilevitz (2004) found that 
women experience higher levels of risk with online purchasing. Dittmar et al. (2004) argue 
both men and women express concerns about security of transactions and express doubts 
about credit card security. Likewise, a more recent review by Zhou, Dai, and Zhang (2007) 
demonstrates conflicting findings pertaining to the impact of gender on online shopping 
activities. Women have a higher-level of web apprehensiveness and are more skeptical of e-
business than men.  
 
The research model (Chou, Chen, & Lin, 2015) focuses on e-satisfaction and e-trust, two 
important antecedents of e-loyalty. However they recommend future studies to take some 
other interesting factors into account, such as pricing strategy to obtain a more 
comprehensive picture of how to foster e-loyalty.  
 
Using a conceptual model, this study will fill the gap in prior studies and will answer 
hypotheses about the role of online experience, online concerns and pricing perception on e-
satisfaction and e-trust and the development of e-loyalty. On top of this it will examine how 
gender might affect in the development of e-loyalty for Millennials. 
The split on female and male online fashion shoppers will be helpful to online store managers 
and marketing managers in increasing their customers’ loyalty, if necessary to implement 
another strategy per gender. 
 
Millennials segmentation will be helpful to increase e-loyalty towards the biggest sizeable and 
most powerful spending generation, which might be extremely important in e-business and to 
assure adequate approach regarding Online experience (website design, delivery efficiency), 
Online concerns (Online privacy, Online security) and pricing perception to increase online 
trust and satisfaction and to retain them e-loyal. 
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1.4.  Research approach 
 
The research includes a literature review to obtain more background information and input for 
the draft of the conceptual model, including the preparation of the constructs and related 
hypotheses. This is followed by a quantitative research in the form of an online survey with 
male and female Millennials online fashion shoppers, to collect data to test the hypotheses. 
Multi-group analysis will be conducted to examine the moderator effect of gender on the 
relationships between e-satisfaction, e-trust, and e-loyalty and split the database in two 
groups (i.e., men and women). The study includes recommendations for further research. 
 
2. Literature Review 
 
In this section, a theoretical background of the current research will be presented. There will 
be a closer look at the following concepts: Customer loyalty, e-trust, e-satisfaction, online 
concerns, online consumers experience, favourable price perception and gender differences 
versus these. 
The chapter concludes with hypotheses and the associated conceptual model. 
2.1  Literature review & hypotheses. 
2.1.1. Customer loyalty 
 
The concept of loyalty generally is defined as a commitment to consistently revisit a site or 
repurchase an item or service from the same company, without switching to other companies 
(Oliver, 1997). Zeithaml et al. (1996) discuss that loyalty is about a customer’s intention to say 
positive things about a certain company and recommend it to others. Islam et al. (2012, p. 
215) define customer loyalty as ‘the chance of a customer returning, providing positive word 
of mouth as well as providing references and publicity for the business’.  
 
“Building superior customer loyalty is no longer just one of many ways to boost profits. Today 
it is essential for survival” (Reichheld & Schefter, 2000, p.107).  
Kassim and Abdullah (2010) also mean that customer loyalty is essential for a company to 
survive. To have loyal customers is crucial for companies and that those customers are more 
worth than the average customer (Anderson & Srinivasan, 2003). Those customers are also 
more profitable (Gefen, 2002).  
 
With the emergence of e-commerce, loyalty is extended to the context of the online 
environment, renaming it e-loyalty, because e-loyalty is somewhat different from loyalty in the 
offline business context (Horpu et al., 2008; Shankar et al.,2003). Prior studies defined e-
loyalty as a commitment to consistently revisit a website because of a preference for 
shopping on that website without switching to other websites (Cyr, 2008; Flavián et al., 2006). 
Hence, Anderson and Srinivasan (2003, p. 125) define e-loyalty as “the customer’s favourable 
attitude toward an electronic business, resulting in repeat purchasing”. 
 
Accordingly, in line with the technology development where more and more business enter 
the online market, e-loyalty also becomes increasingly important (Kim et al., 2009). In 
addition, Reichheld and Schefter (2000) claim that loyalty is often even more important online 
than in the physical world and that it is more expensive to acquiring new customer online than 
in the traditional market.  
E-loyalty has a positive influence on a company’s profitability due to long-term relationship 
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with customers and decreased costs to acquiring new customer (Kim et al., 2009; Reichheld 
& Schefter, 2000; Ribbink et al., 2004). Moreover, because loyalty is about a customer’s 
interest and intention to revisit a store or repurchasing from that provider (Islam et al., 2012).  
 
The more positive the customer experience is to a certain retailer, the more likely and willing 
they are to buy again and spreading positive word of mouth. 
 
Gefen (2002), Kim et al. (2009) and Zeithaml et al. (1996) claim that another reason why loyal 
customers are more profitable than regular ones are that those customers are more willing to 
pay premium prices. Moreover, loyal customers are also more tolerant and understandable 
when anything goes wrong (Gefen, 2002). Hence, if a company succeeds to create this 
customer e-loyalty this will result in an increased profitability (Kim et al., 2009). Kim et al. 
(2009) claim that loyalty is an important issue when it comes to retailing on the Internet.  
For all of these reasons, it is important to understand the factors affecting loyalty online. 
 
Most research focussing on e-loyalty has studied the issue of how to foster and/or improve e-
loyalty (Cyr, 2008; Doong et al., 2008; Gommans et al., 2001; Harris & Goode, 2004; Jin et 
al., 2008; Wolfinbarger & Gilly, 2003). These studies have found that e-satisfaction and e-trust 
are the two most important antecedents of e-loyalty.  
 
2.1.2. E-trust  
 
 
According to Kim et al. (2009), Reichheld and Schefter (2000) and Ribbink et al. (2004) trust 
has a vital role in the loyalty building process and is an important driver of e-loyalty. Positive 
word of mouth is often born from trust (Ribbink et al., 2004). Additionally, Kassim and 
Abdullah (2010) argue that trust is important to maintain and create long-term relationships.  
 
When customers have perceived e-trust from an online store, they may feel comfortable and 
confident while shopping at that store (Connolly & Frank, 2007; Corritore et al., 2003; Lauer & 
Deng, 2007). Such a secure feeling generated from e-trust increases customers’ willingness 
to provide truthful information (Cho & Fiorito, 2009) and to continue shopping on the same 
website (Liu et al., 2005), resulting in higher loyalty (i.e. willingness to revisit). In other words, 
e-trust can reduce consumers’ uncertainty when shopping online and then increase the 
possibility of rebuying actions (Cyr, 2008; Doong et al., 2008). Indeed, the positive 
relationship between e-trust and e-loyalty has been suggested by several studies conducted 
in the context of the online environment (Harris & Goode, 2004; Horppu et al., 2008; Kassim 
& Abdullah, 2008).  
 
 
Therefore, we posit the following: 
 
H1. E-trust has a positive effect on e-loyalty. 
 
2.1.3.  E-satisfaction 
 
 
Customer satisfaction is defined as “post consumption evaluation of how well a store or 
product meets or exceeds customer expectations” (Islam et al., 2012, p. 205).  
Chang et al. (2009) and Kim et al. (2009) agree satisfaction concerns if the service was in line 
with or exceeded the expectations that the customer had. 
Chang et al. (2009) argue that customer satisfaction is about arousing positive feelings in the 
customer, after having used a service. According to Kim et al. (2009) customer satisfaction is 
also important in the online environment since it creates customer confidence, which is 
important since it is vital for customers to ensure trust in online transaction.  
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E-satisfaction is defined as “the contentment of a customer with respect to his or her 
prior purchasing experience with a given electronic commerce firm” (Anderson & 
Srinivasan, 2003, p. 325).  
 
Ribbink et al. (2004) argue that customer satisfaction is important and it is considered as a 
great driver for customer loyalty in the online environment (Schaupp & Bélanger, 2005). Kim 
et al. (2009) further state that e-satisfaction is a central issue when it comes to build 
relationships between a retailer and a customer in the online environment.  
 
Anderson and Srinivasan (2003) further mean that a dissatisfied customer will more likely 
search for alternatives such as competitors and are thereby also more motivated to switch to 
another provider. Thereby, a satisfied customer is more likely to stick to the provider and 
become loyal. Kim et al. (2009) argue that satisfied customers will more likely have a higher 
usage of the service, have a greater intention to repurchase and also more willing to 
recommend that service to others. Another benefit with loyal customers is that they tend to 
spread positive word of mouth to their peers and their intention to repurchase.  
 
When customers are satisfied with a website, they are more willing to interact with 
that website in the future, resulting in becoming loyal customers (Anderson & 
Srinivasan, 2003; Fang et al., 2011). There are several reasons for satisfied customers to turn 
into loyal customers. For example, switching to other websites may entail some switching 
costs. To avoid extra effort in searching other websites, satisfied customers would rather stay 
with the same website (Yang & Peterson, 2004). Additionally, uncertainty about whether 
customers can receive the same satisfaction and service from other websites also triggers 
them to stick with the same website (Chandrashekaran et al., 2007). Indeed, the positive 
effect of e-satisfaction on e-loyalty has been suggested by several studies (Anderson & 
Srinivasan, 2003; Chandrashekaran et al., 2007; Flavián et al.,2006; Harris & Goode, 2004; 
Yang & Peterson, 2004).  
 
Thereby it is expected that satisfaction also is interesting for the online fashion retailers and 
consequently followed hypothesis was formulated: 
 
H2. E-satisfaction directly and positively influences e-loyalty. 
 
E-satisfaction has been found as one of the factors enhancing the sense of e-trust (Doong et 
al., 2008; Fang et al., 2011; Flavián et al., 2006; Horppu et al., 2008). Doong et al. (2008) 
suggested that when customers are satisfied with a seller, such satisfaction might create a 
belief that the seller is trustworthy. Horppu et al. (2008) used brand familiarity as a moderator 
to examine the relationships between e-satisfaction and e-trust and found that no matter 
whether there is a high or low level of brand familiarity, the positive relationship between e-
satisfaction and e-trust always exists, indicating that e-satisfaction is one source of e-trust.  
 
Thus, the higher the level of e-satisfaction, the higher the level of e-trust there may be (Fang 
et al., 2011).  
 
We posit the following: 
 
H3. E-satisfaction has a positive effect on e-trust. 
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2.1.4. Online concerns  
 
As mentioned before, according to Kim et al. (2009), Reichheld and Schefter (2000) and 
Ribbink et al. (2004) trust has a vital role in the loyalty building process and is an important 
driver of e-loyalty. Positive word of mouth is often born from trust (Ribbink et al., 2004). 
Additionally, Kassim and Abdullah (2010) argue that trust is important to maintain and create 
long-term relationships.  
 
Reichheld and Schefter (2000) state that to gain customer loyalty a company must first gain 
their trust. Kassim and Abdullah (2010) discuss that trust is also an important factor to build 
and maintain strong relationship between the company and their customer, but it is also 
considered as difficult to manage. 
 
Hence, to gain trust is even more important online, where the risk is perceived higher than in 
the traditional market (Reichheld & Schefter, 2000; Ribbink et al., 2004). It is perceived as 
risky to do business online, since the customer does not have the ability to interact with the 
company and its staff in the same way as in the offline market. Trust thereby becomes 
important for an online provider, due to that a customer shopping online might be forced to 
submit sensitive information such as a credit card number (Ribbink et al., 2004). Eid (2011) 
means that for the customer to receive trust the security risks, privacy and satisfaction are 
important elements. These parts are also important for the whole website experience and 
influence the intention of use (Constantinides, 2004). Quelch and Klein (1996) mention that 
trust is a critical factor in stimulating purchases over the Internet. 
 
Online privacy and online security are two main concerns while consumers are shopping on a 
website. Liu et al. (2005) have proposed a privacy-trust-behavioral intention model of 
electronic commerce, which asserts that privacy is the major antecedent of trust. When trust 
is formed, people are more likely to purchase or repeat their purchase of an item from a 
website. Shukla (2014) has further discussed the concept of online concern, pointing out that 
in addition to online privacy, online security is also a fundamental prerequisite before any 
commercial activities involving confidential and sensitive information can get started. Indeed, 
both online privacy and security are main concerns for consumers in the context of online 
stores, because customers need to provide their personal information, such as password and 
credit card information, to the website.  
 
Without a secure merchant mechanism and well-designed privacy policy, customers may 
develop negative e-trust toward the website (Kim et al., 2009; Kivijärvi et al., 2007). Online 
privacy is a technical mechanism and/or policy to protect customer data from unauthorized 
use or disclosure (Lauer & Deng, 2007; Milne & Culnan, 2004). This mechanism and/or 
policy, if well-designed, and if customers perceive the policy, may help customers feel safe in 
providing personal and/or transactional data while shopping online (Milne & Culnan, 2004). 
Also, customers may have greater confidence about an online vendor’s ability to protect 
customer data, which in turn will reduce uncertainty and improve e-trust. Indeed, prior studies 
have posited that perceived online privacy can be considered an important source of e-trust 
(Connolly & Frank, 2007; Teoh et al., 2013; Hsu et al., 2014).  
 
When consumers believe that an online firm tries hard to protect their privacy through 
technical mechanisms and/or policies, they will be more comfortable providing personal data 
while shopping online (Teoh et al., 2013; Yousafzai et al., 2003).  
 
Hence, we posit the following hypothesis: 
 
H4. Perceived online privacy will have a positive effect on e-trust. 
 
Although online security techniques have continued to develop and improve, web security 
vulnerability still exists, and security measures are violated frequently, even among widely 
reputable companies. As a result, online security is always a main concern for online 
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shoppers (Lauer & Deng, 2007; Shukla, 2014), particularly for female shoppers in the context 
of online clothing shopping (Cho & Fiorito, 2009), it seems that women have concerns about 
sharing their size. 
 
This concern may negatively influence customers’ perceptions about online firms’ technical 
abilities to prevent their websites from being intentionally invaded and damaged, resulting in 
reduced e-trust (Lauer & Deng, 2007; Teoh et al., 2013; Yousafzai et al., 2003). After all, 
customers are often required to provide essential data, such as credit card information and 
personal profiles, while shopping online.  
If customers feel insecure (e.g. the website has been invaded before), they may not trust the 
website (Yousafzai et al., 2003).  
 
Thus, we posit the following: 
 
H5. Perceived online security will have a positive effect on e-trust. 
 
2.1.5.  Online consumer experience 
 
 
An online consumer is not just a user who interacts with a website by browsing, searching, 
finding, selecting, comparing, and evaluating items but also an online shopper who eventually 
places an order online and waits one or a few days to receive the ordered item. This whole 
process (i.e. from interacting with the website to waiting for the item) is called the online 
consumer experience (Constantinides, 2004; Constantinides et al., 2010). Prior studies have 
suggested that online consumer concerns (e.g. online privacy and security) and online 
consumer experiences (e.g. website design and delivery efficiency) can be viewed as 
antecedents of e-trust and e-satisfaction, respectively (Shukla, 2014).  
 
Consumer experience may come from two sources: service from the website (e.g. waiting for 
the item) and the website itself (e.g. interacting with the website layout, interface, and 
decoration of the website). These two factors while shopping in a web store may generate a 
customer’s e-satisfaction (Cyr, 2008; Flavián et al., 2006; Myers & Mintu-Wimsatt, 2012).  
 
Consumer experience with service from a website is mainly concerned with item delivery time 
(Collier & Carol, 2006; Goetzinger et al., 2006). Schaupp and Bélanger (2005: p. 99) defined 
delivery time as “ the total time between the order and delivery, which includes dispatch, 
shipping, and delivery”. The longer the wait time between ordering and receiving, the more 
anxious and discontent the customer feels (Collier and Carol, 2006; Schaupp & Bélanger, 
2005). After all, similar wait times may not be a factor in the context of brick-and-mortar 
stores. Thus, customers would be more satisfied with their online shopping experiences if 
online firms could guarantee to process their orders and deliver their items quickly (Schaupp 
& Bélanger, 2005).  
 
Therefore, we hypothesize the following: 
 
H6.  Perceived delivery efficiency will positively affect e-satisfaction. 
 
Consumer experience with a website may also come from the website design itself (i.e. 
layout, interface, and decoration of the website). A good website design has been found as a 
key factor increasing customers’ satisfaction (Cyr, 2008; Shergill & Chen, 2005; Szymanski & 
Hise, 2000; Wolfinbarger & Gilly, 2003). Shukla (2014), for example, indicated that a good 
website design helps customers browse easily. Also, an aesthetically pleasing layout makes 
users feel happy and satisfied (Shukla, 2014). Similarly, Wolfinbarger and Gilly (2003) 
suggested that a good website design may increase perceived quality, satisfaction, and 
positive attitude toward the website. Also, Cyr (2008) examined different types of web 
designs, including browsing design, visual design, and information design, and suggested 
these types of web design need to be considered together when designing a website because 
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together they can make customers feel satisfied. Other studies in the literature have 
supported that a good website design positively influences customer satisfaction (Anderson & 
Srinivasan, 2003).  
 
Thus, we posit the following: 
 
H7. The website design influences positively e-satisfaction. 
 
Customers always have some concerns when purchasing an item online because online 
shopping is full of uncertainty (e.g. Is it safe to provide my credit card information? Will the 
quality of the item I ordered be as good as expected? (Eid, 2011). Therefore, e-trust is always 
an important issue in the context of online stores (Corritore et al., 2003; Hampton-Sosa & 
Koufaris, 2005; Koufaris & Hampton-Sosa, 2004; Papadopoulou et al., 2001). Corritore et al. 
(2003, p. 740) systemically summarized prior studies on e-trust and defined it as “an attitude 
of confident expectation in an online situation of risk that one’s vulnerabilities will not be 
exploited”.  
 
Prior studies suggested that a good website design (e.g. easy to use and having 
smoothly transactional procedures) makes the website look professional (Hampton-Sosa and 
Koufaris, 2005; Papadopoulou et al. , 2001), an experience that creates an image in 
customers’ minds that the website is reliable. This image in turn enhances customers’ sense 
of security and increases website quality perception (Anderson and Srinivasan, 2003; Cyr, 
2008; Flavián et al. , 2006). For instance, Flavián et al.  (2006) found that a good website 
design can relieve feelings of anxiety and also provide a sense of confidence while shopping 
online. Therefore, we hypothesize the following: 
 
H8.  The website design will positively affect e-trust. 
 
 
2.1.6.  Price  
 
 
Price appears to affect e-loyalty in an unclear way despite playing an obvious role in 
customers’ decisions to be loyal to an online vendor or not (Chiang & Dholakia 2003, Chiou et 
al., 2010). Jiang and Rosenbloom (2005) examined the role of price on customer retention 
and found a positive direct, albeit weak, association between favourable price perceptions 
and customer intention to return. Swaid and Wigand (2009) consider price an important 
international parameter of loyalty behaviors. 
According to Clifford and Lang (2012) price is one of the determining factors that kept their 
loyalty to that particular online store. Low price is more important than a ‘relationship’ between 
customer and seller.  The social aspect and therefore the feeling of kinship with other 
shoppers may not be as important as with other aspects such as price.  
Due to inherent variability and uncertainty in product/service performance across different 
consumption experiences, price often serves as a cue in evaluating their experiences with a 
product/service and in shaping their attitude toward a provider (Han & Ryu, 2009).  
 
Therefore, we hypothesize the following: 
 
H9. Favourable price perception is likely to affect e-loyalty positively. 
 
2.2.  Gender differences 
 
 
As mentioned before findings of gender differences in online shopping attitude are scarce and 
inconsistent (Cyr & Bonanni, 2005; Dittmar, Long, & Meek, 2004). Gender differences in 
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online shopping attitude deserve more attention and better understanding because research 
demonstrates conflicting findings. 
 
In examining gender difference Cyr & Bonanni (2005) show significant gender differences, 
with men having more favourable perceptions than women. Results of the research indicate 
that transaction security was not as large a concern as expected, and perceptions about it did 
not differ between men and women. But there are significant differences in perceptions of 
website design and website satisfaction between the genders, but not for e-loyalty.  
Other research described (Ladhari & Leclerc, 2013) gender doesn’t moderate the relationship 
between e-satisfaction, e-trust, and e-loyalty and women express higher e-satisfaction, e-
trust, and e-loyalty than men. 
 
Gender differences in e-trust 
 
While several factors may play a role in the gender difference observed in online purchasing, 
one likely component is that women may perceive purchasing online to be riskier than men do 
Rodgers and Harris’ (2003) study revealed that men placed greater trust in Internet shopping 
and perceived the Internet as a more convenient shopping outlet than women did. Findings 
further confirm that women are less trusting of web shopping and web-based activities in 
general (Wells & Chen, 1999). Garbarino and Strahilevitz (2004, p.768) found that ‘women 
perceive a higher level of risk in online purchasing than do men’ thereby privacy and security 
issues (i.e. online concerns) are female shoppers’ concerns while shopping on the internet. 
Also Rodgers and Harris (2003, p.326) found ‘women did not trust e-commerce to the same 
extent as men did’. Females are more concerned than males with losing their privacy both in 
Internet contexts (Bartel-Sheehan, 1999 and Kehoe et al., 1997) and non-Internet contexts 
(Westin, 1997). Recent blogs (guided-selling.org, 2015) confirm females perceive higher 
levels of risk when shopping online, and as a result they tend to hesitate when making a 
purchase online. 
 
However Dittmar et al. (2004) argue that both men and women express concerns about 
security of transactions and express doubts about credit card security. Results of the research 
of Cyr and Bonanni (2005) indicate that transaction security was not as large a concern as 
expected, and perceptions about it did not differ between men and women. No statistical 
differences between genders were reported for trust.  
Gender differences in e-satisfaction  
Prior studies have suggested that online consumer experiences (e.g. website design and 
delivery efficiency) can be viewed as antecedents of e-satisfaction (Shukla, 2014).  
Women prefer and enjoy physical evaluation of products such as seeing and feeling the 
product before they buy it (Cho, 2004). Without physical touching, they rely more on other 
online shopping experiences. As a result, website design and delivery efficiency (i.e. online 
experience) become critical to them because website design and delivery efficiency can be 
used to improve online shopping enjoyment (e.g. female shoppers were more attracted by the 
colors on websites (Cyr & Bonanni, 2005), making online shopping more pleasurable and 
enhancing the online shopping experience.  
Collier et al. (2006) confirm consumer experience with service from a website is mainly 
concerned with delivery time. The longer the wait time between ordering and receiving, the 
more anxious and discontent the customer feels (Collier & Carol, 2006; Schaupp & Bélanger, 
2005). After all, similar wait times may not be a factor in the context of brick-and-mortar 
stores. Thus, customers would be more satisfied with their online shopping experiences if 
online firms could guarantee to process their orders and deliver their items quickly (Schaupp 
& Bélanger, 2005).  
Dittmar et al. (2004, p. 441) found that ‘men also reported a more satisfying online shopping 
experience than women did’. Another study confirms that women report less computer self-
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efficacy and more anxiety when using a computer, which presumably lessens satisfaction with 
computer use, and by association, with enjoyment of online shopping (Jackson et al., 2001).  
Gender differences amongst favourable price perception. 
Otnes and McGrath (2001) found that male shoppers view shopping as a competition and try 
to defeat retailers who reap profits from high markups. Similarly, Herrmann (2004, p. 69) 
found that men are more likely to view getting the lowest price as a “sport to be won” and a 
“competitive game”.  
However Noble, Griffith and Adjei (2006) suggest that both males and females are motivated 
by price comparison. This is confirmed by research done by Seok and Bailey (2008) about 
gender difference among college students, price consciousness had the second highest 
mean score for both male and female on apparel items.  
Gender differences in e-loyalty  
In studies on the internet, there is some evidence to suggest that if users are satisfied with a 
website, then they are more likely to revisit the site or re-purchase from it resulting in e-loyalty 
(Anderson and Srinivasan, 2003; Devaraj et al., 2002; Gommans et al., 2001). In a study by 
Flavián et al. (2005), they made the conclusion that if  trust increased it resulted in e-loyal 
behavior.  
Surprisingly, even if men, compared to women, seemed to be more satisfied and more 
trusting towards information provided on the website, this does not result in a higher 
probability of revisiting the website compared to women (Cyr, 2005). Regarding e-loyalty, 
there are no differences between men and women with respect to the intentions to purchase 
from the site. However recent findings are inconsistent. Women express higher e-satisfaction, 
e-trust, and e-loyalty than men (Ladhari & Leclerc, 2013). 
Because of the above conflicting findings from the above literature and recent online 
publications I assume the following hypothesis: 
 
H10. The model variables differ significantly between men and women. 
H11. Gender has a moderating effect on the relations between the model variables. 
 
2.3.  Structural model 
 
In conclusion of the introduction and literature review, a conceptual model can be formed. The 
conceptual model is important in that it would enable us to have insights into the influences on 
e-loyalty.  
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Figure 1. Conceptual model 
2.4.  Hypotheses overview  
 
H1.  E-trust has a positive effect on e-loyalty. 
H2.  E-satisfaction directly and positively influences e-loyalty. 
H3.  E-satisfaction has a positive effect on e-trust. 
H4.  Perceived online privacy will have a positive effect on e-trust. 
H5.  Perceived online security will have a positive effect on e-trust. 
H6.  Perceived delivery efficiency will positively affect e-satisfaction. 
H7.  The website design influences positively e-satisfaction. 
H8.  The website design will positively affect e-trust. 
H9.  Favourable price perception is likely to affect e-loyalty positively. 
H10.The model variables differ significantly between men and women. 
H11.Gender has a moderating effect on the relations between the model variables. 
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3. Methodology 
 
Literature review has provided background information for the research and conceptual 
model. The next step is to look at the research method followed by data collection and data 
analysis.  
 
3.1 Research method  
 
 
The best way to collect data about all the different constructs and indicators is through a 
questionnaire. This is because a questionnaire has the best fit for gathering descriptive data, 
it can cover a wide range of topics, it is inexpensive to use and it can be analysed using a 
variety of existing software. The hypothesis will be tested by the use of a structural equation 
modelling (SEM). SEM is a second generation multivariate data analysis method that is often 
used in marketing research and visually examines the relationships that exist among 
variables. Analyses are done by SmartPLS, one of the leading software tools for partial least 
squares structural equation modelling (PLS-SEM).To identify differences between groups (i.c. 
Male and female) one or more (non)parametric tests will be used (nonparametric test do not 
assume data follow the normal distribution). PLS - Multi-group moderation analysis will be 
conducted to examine the moderator effect of gender on the relationships between the 
variables in the model. SPSS software (Statistical Package for the Social Sciences) is used 
for the non-parametric test Mann-Whitney U and demographics. 
 
This subject and the chosen methodology will be discussed in the following paragraphs. 
 
3.2.      Data collection 
 
 
The advantage with self-administrated questionnaires is according to Neuman (2003) that 
researchers can send out the questionnaire to a wide range of people. The questionnaire that 
is sent out is also anonymous. However, the disadvantage with self-administrated 
questionnaire is it takes time (more days) for people to submit the questionnaires and thereby 
the study needs time to gain a high response rate (Neuman, 2003). There is also a risk that 
another person that not fit the sample frame submits the questionnaire (Bryman & Bell, 2005).  
 
In this case, self-administrated questionnaires, an online consumer survey, will be chosen 
because Neuman (2003) points out that it can lead to higher response rate to have the 
possibility to generalize. The questionnaire will be distributed to a wide range of Millennials. 
The reason for choosing an online survey is to improve accessibility. Also, participants can 
easily and freely give their opinions, which give them the confidence that anonymity remains 
guaranteed.  
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The opinion of the participants is objective and fair. In contrast of a face to face interview, 
there is no chance that the participant will be affected and influenced by the interviewer, this 
improves the reliability and internal validity of the study. 
But some criteria have to be respected; the questionnaire should be compact and clearly 
communicated to avoid misinterpretations and to expand the survey to the widest possible 
audience. 
The questionnaire will be constructed in Google forms, this has the advantage that 
respondents can easily participate by a click on the Likert scale and don’t have to save the 
document if the questionnaire is set up as an e-mail attachment before replying. By the use of 
Google forms, respondents don’t know how many questions still follow before the end of the 
survey, and will be motivated more easily to fulfil the survey. Their answers will be shown 
immediately in a spreadsheet, which avoids a lot of collection time. 
The questionnaire will be distributed to Millennials, men and women born between 1980-
2000, through various SNSs (Facebook, twitter) and e-mail, by the use of snowball sampling, 
contacts will be asked to share and spread the link in order to increase the target sample.  
 
3.2.2.  Questionnaire 
 
The questionnaire contains 33 questions (all mandatory fields) about online shopping plus 
demographic questions (age, gender, place of living, student or no-student) and a non 
mandatory question about their preferred webshop. The questionnaire is introduced by a 
short illustration of the survey. The questionnaire is set up in Dutch. All closed questions are 
conducted by a seven-point Likert scale. The purpose of using a Likert scale is to perform an 
unambiguous measurement. 
 
3.2.3.  Pre-test 
 
Prior to the survey, the questionnaire will be tested among a small sample of Millennials  (5 
males – 5 females) to be sure whether the questionnaire is intelligible and clear.  
 
3.2.4.  Study population 
 
A quantitative research will be set up with a broad population, at random male and female 
Millennial online fashion shoppers, to collect data to test the hypotheses.  
The target population are Millennials who have bought at least one time apparel or footwear 
online last 12 months, which are both minimum criteria.  
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3.3. Operationalization 
 
 
In chapter 2 the constructs of the conceptual model are explained. To translate abstract 
constructs into concrete indicators, literature is consulted. All questions or statements are 
based on previous research and already validated.  
 
In appendix 1 a brief description of the questions regarding the constructs is listed and 
conducted by a seven-point Likert scale.  
 
To measure ‘delivery efficiency’ 3 closed questions validated by previous research (Chou, 
Chen & Lin, 2015; Schaupp & Bélanger, 2005). 
 
To measure ‘ website design’ 9 closed questions validated by previous research (Chou, 
Chen, & Lin, 2015; Cyr & Bonanni, 2005). 
 
Regarding ‘perceived online security’ 3 closed questions validated by previous research 
(Chou, Chen & Lin, 2015; Cyr & Bonanni, 2005). 
 
To measure ‘ perceived online privacy’ 3 closed questions validated by previous research 
(Chou, Chen & Lin, 2015) are conducted by a seven - point Likert scale.  
 
To measure ‘ e-satisfaction’ 4 closed questions validated by previous research (Chou, Chen & 
Lin, 2015; Cyr & Bonanni, 2005; Anderson & Srinivasan, 2003).  
 
Regarding ‘e-trust’ 3 closed questions validated by previous research (Chou, Chen & Lin, 
2015; Cyr & Bonanni, 2005). 
 
To measure ‘e-loyalty ‘ 5 closed questions validated by previous research (Chou, Chen & Lin, 
2015). 
 
Regarding ‘favourable price perception’ 3 closed questions validated by previous research 
(Valvi & West, 2013). 
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Table 1: A summary of the constructs, indicators and literature. 
(Latent) variable # items Source(s) 
Delivery efficiency 3 Chou, Chen & Lin (2015)  
Schaupp & Belanger (2005) 
Website design 9 Chou, Chen & Lin (2015) 
Cyr & Bonanni (2005) 
Perceived online security 3 Chou, Chen & Lin (2015) 
Cyr & Bonanni (2005) 
Perceived online privacy 3 Chou, Chen & Lin (2015) 
 
E-satisfaction 4 Chou, Chen & Lin (2015) 
Cyr & Bonanni (2005) 
Anderson & Srinivasan 
(2003) 
E-trust 3 Chou, Chen & Lin (2015) 
Cyr & Bonanni (2005) 
 
E-loyalty 5 Chou, Chen & Lin (2015) 
 
Favourable price 
perception 
3 Valvi & West (2013) 
 
 
 
3.4.    Preliminary Data analysis 
 
 
The data set is checked on monotones, reversed items, missings, outliers and normality 
before starting the analysis. No monotones and no missing data are detected (Appendix 2). 
For categorical data (gender) there is no concern regarding outlier issue. Age is a ratio scale 
variable, respondents who are younger than 16 or older than 36 are considered as outliers 
and are excluded from the dataset. The non-parametric Kolmogorov-Smirnov test (Appendix 
2) indicates that data for all variables are not normally distributed (sig.000). 
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3.5. Methodology issues  
 
 
Analyses are done by SmartPLS, one of the leading software tools for partial least squares 
structural equation modelling (PLS-SEM). PLS is more suitable if data are non-normally 
distributed (Hair et al.,2014). PLS-SEM relies on a nonparametric bootstrap procedure to test 
coefficients for their significance. PLS-SEM is considered as a better choice than CB-SEM 
thanks to its robustness and fit with a relative small sample size, CB-SEM requires a larger 
sample than PLS. Due to the large number of indicators and estimated parameters (Green, 
2004) (path coefficients and loadings) compared to the number of respondents and because 
the research goal is either predictive; PLS is more appropriate. SPSS software (Statistical 
Package for the Social Sciences) is used for the non-parametric test Mann-Whitney U and 
demographics below. 
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4.  Results 
 
4.1. Demographics 
 
In total the number of respondents was 235. Six out of 235 respondents are outliers, outside 
the Millennial population and are not included in the analysis. All respondents indicated to 
have bought apparel or footwear online at least one time during the last 12 months. 
Figure 2 shows that men (52%) are a bit underrepresented in the survey compared with the 
population (57%) (statbel.fgov.be). In particular age 25, followed by age 19 are highly 
represented (Table 2). 
 
Figure 2. Gender split 
 
 
Table 2: Age split 
Age Frequency Percent Cumulative Percent 
    
18.00 20 8.5 9.8 
19.00 29 12.3 22.1 
20.00 7 3.0 25.1 
21.00 3 1.3 26.4 
22.00 7 3.0 29.4 
23.00 16 6.8 36.2 
24.00 3 1.3 37.4 
25.00 87 37.0 74.5 
27.00 7 3.0 77.4 
28.00 3 1.3 78.7 
30.00 20 8.5 87.2 
31.00 9 3.8 91.1 
33.00 3 1.3 92.3 
34.00 15 6.4 98.7 
    
Total  229 100   
 
119; 
52% 
110; 
48% 
Gender 
Male
Female
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4.2.  Structural Equation Model (SEM) 
 
There are two submodels in a structural equation model: the inner model specifies the 
relationships between the independent and dependent latent variables, whereas the outer 
model specifies the relationship between the latent variables and their observed indicators. 
We first start with analysing the outer models for total respondents (men and women). 
 
4.2.1.  Testing measurement (outer) models  
 
4.2.1.1. Constructs Reliability & Validity 
In this part of the study, the reliability and validity of the model will be discussed. When quality 
criteria such as composite reliability, indicator reliability and discriminant validity are checked 
and the model meets the requested criteria, it is justified to start analyzing the structural 
model.  
To achieve the threshold values for reliability and validity corrections were necessary. Some 
indicators are dropped: e-satisfaction 1,2, e-loyalty: 1,5 and delivery efficiency 1. Based on 
factor analysis (PCA, Principal Component Analysis) website design can better be measured 
based on three dimensions. The cross-loadings (Appendix 3) indicate how strongly each item 
loads on each latent variable. In our model WD1 reflects indicators WD1 and WD2, WD 2 
reflects WD 4 and 5, WD 3 reflects indicators WD 6,8,9. To ease comprehensibility, the 3 
dimensions are relabeled (Table2) 
 
Table 3: Overview of the 3 website design dimensions 
 
Website design (WD1): Website info 
Indicators  
WD1: The online store provides in depth information. 
WD2: The information on the site is easy to understand. 
 
Website design (WD2): Website usability 
Indicators 
WD4: I can easily navigate on his site.                                                                                                           
WD5: I find this website easy to use. 
Website design (WD3): Website design                                                                                                  
Indicators   
WD6: The degree of interaction (video, demos) offered by this site is sufficient.                                          
WD8: This website looks professionally designed.                                                                                        
WD9: The screen design (i.e., colors, images, layout, etc.) is attractive. 
 
To determine the reliability, the Composite Reliability (CR), Cronbach’s alpha and indicator 
loadings are measured. Cronbach’s alpha’ values (Table 4) are shown to be larger than 0,6, 
so high levels of internal consistency reliability have been demonstrated among all latent 
variables. The Composite Reliability (Table 4) shows all values more than 0.8, well above the 
threshold value of 0.7. All of the indicators (Appendix 3) have individual indicator loadings of 
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more than the preferred level of 0.7, except EL2 and OP3, but these are much larger than the 
minimum acceptable level of 0.4.  
 
Validity of the outer models is measured by Average Variance Extracted, Fornell Larcker 
criterium, loadings and cross-loadings. To check convergent validity, each latent variable’s 
Average Variance Extracted (AVE) is evaluated (Table 4). All of the AVE values are greater 
than the acceptable threshold of 0.5, so convergent validity is confirmed. 
Fornell and Larcker (1981) suggest that the square root of AVE in each latent variable can be 
used to establish discriminant validity, if this value is larger than other correlation values 
among the latent variables. The result (Table 4) indicates that discriminant validity is well 
established.  
 
It we look at the loadings and cross-loadings (Appendix 3) we can see that every item shows 
high loadings on the primary target latent variables, so cross-loadings are smaller than the 
loadings on their own variables. 
 
We can conclude that outer models are reliable and valid.  
 
Table 4: Constructs Reliability and Validity overview (total respondents) 
 
  Cronbach's Alpha Composite Reliability Average Variance Extracted (AVE) 
Delivery efficiency 0,763 0,892 0,805 
Online privacy 0,734 0,846 0,652 
Online security 0,819 0,877 0,705 
Favourable price  0,917 0,946 0,853 
WD Info 0,675 0,853 0,745 
WD Usability 0,933 0,967 0,937 
Website design 0,721 0,840 0,638 
e-loyalty 0,760 0,861 0,680 
e-satisfaction 0,758 0,890 0,802 
e-trust 0,972 0,982 0,947 
 
 
Table 5: Fornell-Larcker criterium (total respondents) 
 
         
            DE OP OS FP WD1 WD2 WD3 e-loyalty 
e-
satisfaction 
Delivery efficiency 
(DE) 
0,897                 
Online privacy (OP) 0,533 0,807               
Online security (OS) 0,465 0,475 0,839             
Favourable Price (FP) 0,695 0,273 0,249 0,924           
WD1: WD info 0,738 0,573 0,600 0,403 0,863         
WD2: WD usability 
-
0,077 
0,226 -0,113 -0,076 0,149 0,968       
WD3: Website design 0,215 0,600 0,453 0,108 0,195 0,133 0,799     
e-loyalty 0,731 0,439 0,534 0,524 0,712 -0,213 0,149 0,825   
e-satisfaction 0,827 0,575 0,522 0,664 0,712 0,281 0,325 0,714 0,896 
e-trust 0,383 0,778 0,664 0,079 0,631 0,321 0,694 0,382 0,529 
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4.2.2. Testing structural (inner) model 
 
4.2.2.1.Multicollinearity 
 
The variance inflation factor (VIF) quantifies the severity of multicollinearity in an ordinary 
least squares regression analysis. It provides an index that measures how much the variance 
(the square of the estimate's standard deviation) of an estimated regression coefficient is 
increased because of collinearity. 
 
As a rule, we need to have a VIF of 5 or lower to avoid collinearity problems. With a VIF equal 
to 1, there is no correlation. All our VIF values  (Table 6) are well below 5, so multicollinearity 
is not considered an issue here.  
 
 
Table 6: VIF inner model (total respondents) 
 
         e-loyalty e-satisfaction e-trust 
Delivery efficiency   2,431   
Online privacy     2,460 
Online security     2,214 
Favourable price  2,192     
Website info   2,420 2,905 
Website usability   1,134 1,264 
Website design   1,074 1,992 
e-loyalty       
e-satisfaction 3,026   2,417 
e-trust 1,703     
 
 
4.2.2.2. Size and significance of the path coefficients 
 
Appendix 4,5 and 6 show the path coefficients for total respondents visually.  The numbers on 
the arrows are the path coefficients. They explain how strong the effect of one variable is to 
another. Path coefficients are always standardized path coefficients. Given standardization, 
path weights therefore vary from -1 to +1. Weights closest to absolute 1 reflect the strongest 
path. Weights closest to 0 reflect the weakest paths.  
 
The inner model (Table 7) suggests that e-satisfaction (0.614) has the strongest effect on e-
loyalty, followed by favourable price perception (0.113) and e-trust (0.048) for total 
respondents.  
The hypothesized path relationships between e-satisfaction and e-loyalty and between 
favourable price perception and e-loyalty are statistically significant (p < 0.05). However the 
hypothesized path relationship between e-trust and e-loyalty is not statistically significant, 
since the p-value is more than 0.05.  E-satisfaction and favourable price perception are both 
significant predictors of e-loyalty, e-trust does not predict e-loyalty significantly. 
 
Table 7 shows that e-satisfaction has the strongest effect on e-loyalty for men (0.497), 
followed by e-trust (0.250) and favourable price perception (0.122). The hypothesized path 
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relationships between e-satisfaction and favourable price perception on e-loyalty are 
significant. The relationship between e-trust and e-loyalty is not significant (p > 0.05).  
 
For women e-satisfaction has also the strongest effect (0.766) on e-loyalty, even stronger 
than men, followed by favourable price perception (0.007). E-trust has a negative effect on e-
loyalty (-0.124). The hypothesized path relationship between e-satisfaction and e-loyalty is 
significant. However the hypothesized path relationships between e-trust and favourable price 
perception on e-loyalty are not statistically significant (p > 0.05).  
 
 
Table 7: Path coefficients & significance 
 
 
 
Total Men Women 
 
Path  P Values Path  P Values Path  P Values 
Delivery efficiency -> e-satisfaction 0,776 0 0,506 0 0,814 0 
Online privacy -> e-trust 0,312 0 0,311 0 0,186 0,099 
Online security -> e-trust 0,317 0 0,253 0 0,52 0,012 
Favourable price -> e-loyalty 0,113 0,026 0,122 0,029 0,007 0,972 
Website info -> e-satisfaction 0,072 0,189 0,201 0,041 0,091 0,079 
Website info -> e-trust 0,317 0 0,344 0 0,041 0,845 
Website usability -> e-satisfaction 0,317 0 0,244 0,004 0,395 0 
Website usability -> e-trust 0,256 0 0,189 0,011 0,256 0 
Website design-> e-satisfaction 0,102 0,007 0,321 0 -0,01 0,773 
Website desig -> e-trust 0,34 0 0,234 0,002 0,282 0,001 
E-satisfaction -> e-loyalty 0,614 0 0,497 0,005 0,766 0 
E-satisfaction -> e-trust -0,224 0 0,038 0,71 -0,217 0,167 
E-trust -> e-loyalty 0,048 0,538 0,25 0,149 -0,124 0,233 
 
 
4.2.2.3. R-square 
 
The coefficient of determination denoted R
2
 is a number that indicates the proportion of the 
variance in the dependent variable that is predictable from the independent variable. If we 
look at total respondents (Table 8) R
2 
is 0.516 for the e-loyalty endogenous latent variable. 
This means that the 3 latent variables (e-satisfaction, e-trust, favourable price perception) 
explain almost 52% of the variance in e-loyalty, this is considered as strong. The variables 
(website design 1,2,3 & delivery efficiency) together explain 81,5 % of the variance of e-
satisfaction. The variables (website design 1,2,3, online security, online privacy, e-
satisfaction) explain 85,3% of the variance of e-trust, both are considered as very strong. 
 
If we look at women, R
2 
is 0.575 for the e-loyalty endogenous latent variable. This means that 
the 3 latent variables (e-satisfaction, e-trust, favourable price perception) explain almost 58% 
of the variance in e-loyalty, this is considered as strong. The variables (website design, 
website info, website usability & delivery efficiency) together explain 95,7 % of the variance of 
e-satisfaction, this is exceptional strong. The variables (website design, website info, website 
usability, online security, online privacy, e-satisfaction) explain 87% of the variance of e-trust, 
which is considered as very strong. 
If we look at men, 3 latent variables (e-satisfaction, e-trust, favourable price perception) 
explain 58,8% of the variance in e-loyalty. For e-trust the latent variables (website design, 
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website info, website usability, online security, online privacy, e-satisfaction) explain 89,6 % of 
the variance of e-trust, which is very strong. Also the variance explained in e-satisfaction is 
strong but not so exceptional strong as it is for women. 
 
Table 8: R
2
 total respondents – split men & women 
 
  R
2
 Total R
2
 Men R
2
 Women 
e-loyalty 0.516 0.588 0.575 
e-satisfaction 0.815 0.748 0.957 
e-trust 0.853 0.896 0.870 
    
 
strong very strong 
exceptional 
stong 
    
 
4.3.  PLS – Multi Group Analysis (influence of gender) 
 
 
In this paragraph, we will discuss the Multi-Group Analysis. Referring to our problem 
definition, this analysis is mainly important in order to check significant gender differences and 
its moderating role. The multi group analysis allows to test if pre-defined data groups have 
significant differences in their group-specific parameter estimates (e.g., outer weights, outer 
loadings and path coefficients).  
 
The `Welch-Satterthwait method is a significance test for the difference of group-specific PLS-
SEM results that assumes unequal variances across groups. The p-values (< 0.05) in Table 9 
confirm that delivery efficiency and website design effect on e-satisfaction differ significantly 
for both men and women. 
The effect of delivery efficiency on e-satisfaction is stronger for women than it is for men 
(Table 7, Appendix 5,6), mainly driven by information about delays, followed by information 
about order status. For women website design has a non-significant effect on e-satisfaction, 
mainly driven by professional designed and screen design, which is not the case for men. 
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Table 9: Welch-Satterthwait Test for men versus women  
 
p-value men 
vs women 
Path 
coefficient 
Men 
p-
value 
M 
Path coeffient 
Women 
p-value 
W 
Delivery effiency -> e-satisfaction 0,011 0.506 0.000 0.814 0.000 
Online priivacy -> e-trust 0,337 0.311 0.000 0.186 0.099 
Online security -> e-trust 0,201 0.253 0.000 0.520 0.012 
Favourable price  -> e-loyalty 0,582 0.122 0.029 0.007 0.972 
Website info -> e-satisfaction 0,323 0.201 0.041 0.091 0.079 
Website info -> e-trust 0,172 0.344 0.000 0.041 0.845 
Website usabilty -> e-satisfaction 0,09 0.244 0.004 0.395 0.000 
Website usability-> e-trust 0,48 0.189 0.011 0.256 0.000 
Website design -> e-satisfaction 0 0.321 0.000 -0.010 0.773 
Website design -> e-trust 0,69 0.234 0.002 0.282 0.001 
e-satisfaction -> e-loyalty 0,304 0.497 0.005 0.766 0.000 
e-satisfaction -> e-trust 0,201 0.038 0.710 -0.217 0.167 
e-trust -> e-loyalty 0,064 0.250 0.149 -0.124 0.233 
 
4.4.  Variance analysis 
 
4.4.1.  Non-parametric test Mann-Whitney U 
 
 
The Mann-Whitney U (Table 10) test the latent variables if any significant difference exist 
between male and females. The Mann-Witney U is a nonparametric test and suitable for non 
normal distributed data. Mann-Whitney U shows that the difference for e-trust and delivery 
efficiency are not significant between genders, all the others show significant differences (< 
0.05). 
 
Table 10: Mann-Whitney U test 
 
 
Online 
security 
Online 
privacy E-trust 
Delivery 
efficiency 
E-
satisfacti
on 
E-
loyalty 
Favourable 
price 
Website 
info 
Website 
usabiltiy 
Website 
design 
Mann-
Whitne
y U 5454,5 3939,5 5779 5631 5468,5 5291 5472 5569 5099,5 4013 
Wilcox
on W 11559,5 10044,5 11884 11736 11573,5 12431 12612 11674 11204,5 10118 
Z -2,312 -5,293 -1,539 -1,864 -2,197 -2,537 -2,171 -2,015 -3,037 -5,206 
Asymp
. Sig. 
(2-
tailed) 0,021 0 0,124 0,062 0,028 0,011 0,03 0,044 0,002 0 
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If we look at the Mean Ranks (Table 11) scores for men are higher for all variables than for 
women with exception of e-loyalty and favourable price perception. 
 
 
Table 11: Ranks Men versus Women 
 
 
 
Gender N Mean Rank Sum of Ranks 
Online security Men 119 124 14776 
 
Women 110 105 11560 
Online privacy Men 119 137 16291 
 
Women 110 91 10045 
E-trust Men 119 121 14451 
 
Women 110 108 11884 
Delivery efficiency Men 119 123 14599 
 
Women 110 107 11736 
E-satisfaction Men 119 124 14762 
 
Women 110 105 11574 
E-loyalty Men 119 104 12431 
 
Women 110 126 13904 
Favourable price Men 119 106 12612 
 
Women 110 125 13723 
Website info Men 119 123 14661 
 
Women 110 106 11674 
Website usabiltiy Men 119 127 15131 
 
Women 110 102 11205 
Website design Men 119 136 16217 
 
Women 110 92 10118 
 
 
 
If we look in detail, 8 variables differ significantly and 3 variables don’t, so we can make the 
conclusion that ‘overall’ hypothesis 10 is (largely) supported. 
 
Online security differ significantly between men and women -> supported 
 Online privacy differ significantly between men and women -> supported 
E-trust differ significantly between men and women -> not supported 
Delivery efficiency differ significantly between men and women -> not supported 
E-satisfaction differ significantly between men and women -> not supported 
Favourable price perception differ significantly between men and women ->  
supported 
Website info differ significantly between men and women -> supported 
Website usability differ significantly between men and women -> supported 
Website design differ significantly between men and women -> supported 
E-loyalty differ significantly between men and women -> support
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4.5.  Hypotheses overview 
 
After calculation of all above values we can define which constructs influence another. Also 
we can determine whether the hypotheses are significant, which will tell us whether certain 
expectations, prior to this study, are supported. All hypotheses and their results are in Table 
12. 
Table 12: Tested hypotheses 
  
        
Hypothesis Total   Men Women 
H1 
E-trust has a positive effect on 
e-loyalty 
not 
supported 
not supported not supported 
H2 
E-satisfaction directly and 
positively influences e-loyalty 
supported supported supported 
H3 
E-satisfaction has a positive 
effect on e-trust 
not 
supported 
not supported not supported 
H4 
Perceived online privacy will 
have a positive effect on e-trust 
supported supported not supported 
H5 
Perceived online security will 
have a positive effect on e-trust 
supported supported supported 
H6 
Perceived delivery efficiency will 
positively affect e-satisfaction 
supported supported supported 
H7 
The website design influences 
positively e-satisfaction 
not 
supported 
supported not supported 
H8 
The website design will 
positively affect e-trust 
supported supported not supported 
H9 
Favourable price perception is 
likely to affect e-loyalty 
positively 
supported supported not supported 
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5. Conclusion, discussion, implication & recommendations  
In this part of the study the results of the previous chapter are further discussed and 
conclusions are drawn. Several conclusions can be made, managerial and theoretical 
implications as well as possible limitations, resulting in recommendations for further research.  
5.1. Conclusions & discussion 
This research uses validated constructs from other scientific research, translated and adapted 
to fit the situation of this research. The Preliminary Data Analysis (PDA) had positive results 
and had no issues showing that the research would be scientifically incorrect. The used 
constructs of the conceptual model are found to be reliable and valid.  
Looking at the overall results (total respondents) hypotheses 2,4,5,6,8,9 can be found 
supported. In the research however we do not look particular to the overall results, but more 
particularly to the results gender related within the Millennial population. It is exhibited in 
Table 9 (moderation) + 10 (variance analysis) that gender-wise significant difference 
observed towards e-loyalty within Millennials. In that case, hypothesis 10 and hypothesis 11 
are supported. 
 
This means that the answer on our key research question ‘Does gender matter in the 
development of e-loyalty for Millennials?’ is YES, it does. There are some significantly 
differences between men and women and gender has a moderating effect on the 
relationships, not for all variables but for some of them. Men having more favourable 
perceptions than women for all scores, this is generally in line with Cyr & Bonanni (2005). 
 
Findings of the study revealed that online security and privacy differ significantly between 
Millennial men and women and that men score higher on both than women do. This is in line 
with research findings of Rodgers and Harris’ (2003), women may perceive purchasing online 
to be riskier than men do. Also Garbarino and Strahilevitz (2004, p.768) found that ‘women 
perceive a higher level of risk in online purchasing than do men’, thereby privacy and security 
issues (i.e. online concerns) are female shoppers’ concerns while shopping on the internet. 
Also Rodgers and Harris (2003, p.326) found ‘women did not trust e-commerce to the same 
extent as men did’. Females are more concerned than males with losing their privacy both in 
Internet contexts (Bartel-Sheehan, 1999 and Kehoe et al., 1997) and non-Internet contexts 
(Westin, 1997). Recent blogs (guided-selling.org, 2015) confirm females perceive higher 
levels of risk when shopping online, and as a result they tend to hesitate when making a 
purchase online. 
The study further explored that e-trust doesn’t differ significantly between the genders. Also 
Cyr and Bonanni (2005) indicate no statistical differences between genders for trust.  
Prior studies have suggested that online consumer experiences (e.g. website design and 
delivery efficiency) can be viewed as antecedents of e-satisfaction (Shukla, 2014). Findings of 
the study revealed gender-wise difference towards website design (based on 3 dimensions 
website info, usability and website design) and the moderating effect of gender, men scores 
are higher than women. The reason for this might be that women prefer and enjoy physical 
evaluation of products such as seeing and feeling before they buy it (Cho, 2004). Without 
physical touching, they rely more on other shopping experiences. As a result, website design 
become critical to them because it can be used to improve online shopping enjoyment, 
making online shopping more pleasurable and enhancing the online shopping experience. 
But delivery efficiency doesn’t differ significantly. The reason for this could be that this is 
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mainly concerned with item delivery time (Collier & Carol, 2006; Goetzinger et al., 2006). 
Delivery time becomes a critical competitor advantage and online shops guarantee to deliver 
the day after or even the same day. So delivery efficiency doesn’t seem to be one of their 
concerns anymore. The study also revealed that e-satisfaction differs significantly and men 
scores higher on e-satisfaction than women. Also Dittmar et al.(2004) found that men mention 
a more satisfying online shopping experience than women. And Simon (2001) who reported 
higher levels of satisfaction with the website tested than did women. Another study confirms 
that women report less computer self-efficacy and more anxiety when using a computer, 
which presumably lessens satisfaction with computer use, and by association, with enjoyment 
of online shopping (Jackson et al., 2001).  
There seems to be a significant difference for favourable price perception to affect e-loyalty 
positively and the effect of it on e-loyalty is higher for men than for women. Earlier studies of 
Otnes and McGrath (2001) found that male shoppers view shopping as a competition and try 
to defeat retailers who reap profits from high markups. Similarly, Herrmann (2004, p. 69) 
found that men are more likely to view getting the lowest price as a “sport to be won” and a 
“competitive game”.  
 
The last hypothesis is about e-loyalty, the key question of this research. We can say that e-
loyalty differ significantly between men and women and women’s mean rank scores on e-
loyalty are higher than the opposite sex. This is line with findings out the literature. Regarding 
Cyr (2005) conclude even if men, compared to women, seemed to be more satisfied and 
more trusting towards information provided on the website, this does not result in a higher 
probability of revisiting the website compared to women (Cyr, 2005).  
 
Who’s more brand loyal – men or women? That is the question. Probably the only real correct 
answer is that it depends (sorry). It depends of the brand and the category. And that appears 
to be the case according to a recent study from Ipsos Media CT, Hearst Magazines and 
FleishmanHillard (Fleishmannhillard.com) although men are more likely to describe 
themselves as loyal to certain brands than women in several categories.  
 
5.2. Managerial implication 
 
 
For practice, managers of e-commerce firms with a solid understanding of the factors 
influencing loyalty,  can transform their websites to maintain this attractive segment of 
Millennials, E-commerce shops should reduce consumers’ perceived risk among Millennial 
women. The study also guides e-commerce firms to design professionally their websites, a 
high quality interface that are easy to use and easy to find information and which looks 
attractive, to increase e-satisfaction for females. 
 
As price seems to be an important factor to increase e-loyalty for men, managers need to 
think about customer-oriented pricing; adequate e-marketing  and promotional strategies  e.g. 
every day low price strategy, discounts or special offerings, to maintain this cohort group. 
 
The split on female and male online fashion shoppers will be helpful to online store managers 
and marketing managers in increasing their customers’ loyalty, if necessary to implement 
another strategy per gender, such as accurate sms notification about delivery delays and 
order status for women and increasing professional and screen design for men. Marketing 
plans designed according to the nature of Millennial men and women will prove to be 
successful. 
 
But by considering the distinctive differences between male and female online shoppers, they 
will be able to effectively enhance customer engagement, conversion and loyalty. But, they 
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have to remember, that people are unique and although there may be gender-specific 
tendencies, they all want to be treated as unique individuals. That’s way it’s important not to 
give into stereotypes, but  to understand individual shopper’s motives and expectations to 
give them the experience they demand. 
 
5.3. Theoretical implication 
 
 
 
The contributions for a theoretical perspective of this study are several. First the study has 
contributed through investigate gender differences in online shopping. Since consumers 
spend more and more money on fashion online, this area becomes of greater interest to 
academics (Hines & Bruce, 2007).  Given that e-loyalty is important to stay competitive, 
profitable and to grow but in particularly for companies to survive, loyal consumers should be 
of interest and importance in the world of online fashion retailers. While studies of online 
shopping are widespread in the literature, studies of gender differences in online shopping 
attitude are scarce, and reported findings are inconsistent (Cyr & Bonanni, 2005; Dittmar, 
Long, & Meek, 2004).  
 
Millennials segmentation will be helpful to increase e-loyalty towards the biggest sizeable and 
most powerful spending generation, which might be extremely important in e-commerce and 
to assure adequate approach to retain them e-loyal. 
 
So we can say that this study has identified if gender does matter in the development of e-
loyalty for Millennials, our key research question.Using a conceptual model, this study filled 
the gap in prior studies and answered hypotheses about the role of online experience, online 
concerns on e-satisfaction and e-trust and the development of e-loyalty for Millennial men 
versus women.  
 
On top of this it gave an answer to recommended future studies of Chou, Chen, & Lin (2015).  
Their research focused on e-satisfaction and e-trust, two important antecedents of e-loyalty. 
However they recommend to take some other interesting factors into account, such as pricing 
strategy to obtain a more comprehensive picture of how to foster e-loyalty. This research 
gives a clear outcome that favourable price perception affects e-loyalty positively, with 
significant importance for men.  
 
 
5.4. Limitations 
 
This study has some limitations which will be discussed in this paragraph. These limitations 
might have biased the quality of the research and the conclusions that are drawn and 
therefore, these limitations will be explained in more detail.  
A limitation  for this study was that every respondent was asked to think about his or her 
favorite online fashion store when answering the questionnaire. The respondents were 
thereby evaluating a website, which they are familiar and satisfied with. This might have 
implied bias in the investigation. An alternative could be to test and evaluate some specific 
fashion online shops. 
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The questionnaire was distributed through various SNSs (Facebook, twitter) and e-mail, by 
the use of snowball sampling, contacts were be asked to share and spread the link in order to 
increase the target sample. The risk is that the questionnaire was completed by peers. A 
more various sample representing different education and income levels would increase 
validity and reliability of the research.  
 
5.5. Recommendation for further research 
 
In the questionnaires of this research, we have worked with questions and components that 
are used by other researchers before. Also, the methodology and all the taken steps are 
registered so future researchers can do the same research with small adjustments. This study 
was based on a quantitative study and a primary suggestion would be to do a qualitative 
study. It would be interesting to get a deeper and more detailed picture to understand if there 
are additional factors affecting e-loyalty, but also why some antecedents are more important 
and less important for e-loyalty. Additionally, investigate if there are additional factors 
influence the e-trust and e-satisfaction dimensions. 
The research could be extended towards a larger sample. Simply to get the model more 
generalizable a bigger sample size can be used or other aspects can be taken into account: 
other demographic criteria e.g. students versus non students and the effect on e-loyalty, a 
broader geographical area or other domains than apparel and footwear such as technological 
devices, automobiles or health products could generate some new insights. 
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Appendix 1: Questionnaire 
 
What is your age? 
What is your gender? M/F 
Did you buy last 12 months clothes or footwear online? Y/N 
Are you student? Y/N 
Where do you live? 
What is your favourite webshop for apparel and footwear? 
Description of the questions regarding the construct and conducted by a seven - Likert scale.  
 
To measure ‘delivery efficiency’ 3 closed questions validated by previous research (Chou, 
Chen & Lin, 2015; Schaupp & Bélanger, 2005) are conducted by a seven-point Likert scale.  
 
-      On the whole, I can receive the ordered item quickly (Chou , Chen, & Lin, 2015) 
-      In case of potential delays I will be informed (Schaupp & Bélanger, 2005).   
-      Generally speaking, I would be able to know my order status at any time  
    (Chou, Chen, &Lin, 2015).  
 
To measure ‘ website design’ 9 closed questions validated by previous research (Chou, 
Chen, & Lin, 2015; Cyr & Bonanni, 2005) are conducted by a seven-Likert scale. 
 
-  The online store provides in depth information (Chou , Chen, & Lin, 2015). 
-  The information on the site is easy to understand (Chou , Chen, & Lin, 2015). 
-  All product options, product attributes and product information are well presented (Cyr 
& Bonanni, 2005). 
-  I can easily navigate on his site (Cyr & Bonanni, 2005). 
-  I find this website easy to use ((Cyr & Bonanni, 2005). 
- The degree of interaction (video, demos) offered by this site is sufficient (Cyr &  
Bonanni, 2005). 
-  This site allowed me to efficiently tailor the information for my specific needs (Cyr & 
Bonanni, 2005). 
-  This website looks professionally designed. (Cyr & Bonanni, 2005). 
-  The screen design (i.e., colours, images, layout, etc.) is attractive (Cyr & Bonanni, 
2005). 
 
Regarding ‘perceived online security’ 3 closed questions validated by previous research 
(Chou, Chen & Lin, 2015; Cyr & Bonanni, 2005) are conducted by a seven - Likert scale.  
 
-  I believe that the online store has a very safe online paying mechanism (Chou , 
Chen, & Lin, 2015). 
-  I believe my credit card information will be secure when shopping at this site (Cyr & 
Bonanni, 2005). 
- If I buy a product from this website, I believe it would be a secure transaction (Cyr & 
Bonanni, 2005). 
 
To measure ‘perceived online privacy’ 3 closed questions validated by previous research 
(Chou, Chen & Lin, 2015) are conducted by a seven-Likert scale.  
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-  I feel that the online store is making effort to keep my personal information out of  
hands of unauthorized individuals; and 
-  I feel that the online store will not release my personal information about me without 
   my express permission. 
-           The online store explained how they would use the information collected about me. 
 
To measure ‘e-satisfaction’ 4 closed questions validated by previous research (Chou, Chen & 
Lin, 2015; Cyr & Bonanni, 2005; Anderson & Srinivasan, 2003) are conducted by a seven-
Likert scale.  
-  This website appeals to me visually or emotionally (Cyr & Bonanni, 2005). 
-  The website completely fulfills my needs and expectations (Anderson & Srinivasan,    
2003). 
-  Using this website is satisfactory overall (Anderson & Srinivasan, 2003). 
- I like to purchase products from my online store (Chou , Chen, & Lin, 2015). 
 
Regarding ‘e-trust’ 3 closed questions validated by previous research (Chou, Chen & Lin, 
2015; Cyr & Bonanni, 2005) are conducted by a seven-Likert scale.  
 
- I believe that this online store honestly provides correct information (Chou , Chen, & 
Lin, 2015). 
-  I can trust this website (Cyr & Bonanni, 2005). 
- I trust the transaction process on this website (Cyr & Bonanni, 2005). 
 
To measure ‘e-Loyalty’ 5 closed questions validated by previous research (Chou, Chen & Lin, 
2015) are conducted by a seven-Likert scale. 
- If the online store continues maintaining current service performance, I will not switch 
to other online stores. 
-  As far as the product types sold at the online store are concerned, I don't quite 
consider purchasing at other online stores. 
- I like to utilize the selected online store. 
-           To me, the online store is the best website to shop clothing. 
-           When I have a need of clothes of shoes I only buy from my selected website.  
 
Regarding ‘favourable price perception’ 3 closed questions validated by previous research 
(Valvi & West, 2013) are conducted by a seven - Likert scale.  
 
-      My selected website offers favourable prices compared to other websites. 
-      In my experience, prices are generally cheaper on my selected website (Valvi & West, 
2013). 
-      Products purchased on this website are considered to be a good buy (Valvi & West, 
2013). 
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Appendix 2: Normality check 
Case Processing Summary 
 
Cases 
Valid Missing Total 
N Percent N Percent N Percent 
On the whole, I can receive the ordered item quickly 229 100,0% 0 0,0% 229 100,0% 
 In case of potential delays I will be informed 229 100,0% 0 0,0% 229 100,0% 
Generally speaking, I would be able to know my order 
status at any time 
229 100,0% 0 0,0% 229 100,0% 
The online store provides in depth information 229 100,0% 0 0,0% 229 100,0% 
The information on the site is easy to understand 229 100,0% 0 0,0% 229 100,0% 
The information on the site is easy to understand 229 100,0% 0 0,0% 229 100,0% 
All product options, product attributes and product 
information are well presented 
229 100,0% 0 0,0% 229 100,0% 
I can easily navigate on his site 229 100,0% 0 0,0% 229 100,0% 
The degree of interaction (video, demos) offered by this 
site is sufficient 
229 100,0% 0 0,0% 229 100,0% 
This site allowed me to efficiently tailor the information for 
my specific needs 
229 100,0% 0 0,0% 229 100,0% 
This website looks professionally designed. 229 100,0% 0 0,0% 229 100,0% 
The screen design (i.e., colours, images, layout, etc.) is 
attractive 
229 100,0% 0 0,0% 229 100,0% 
I believe that the online store has a very safe online paying 
mechanism 
229 100,0% 0 0,0% 229 100,0% 
I believe my credit card information will be secure when 
shopping at this site 
229 100,0% 0 0,0% 229 100,0% 
If I buy a product from this website, I believe it would be a 
secure transaction 
229 100,0% 0 0,0% 229 100,0% 
I feel that the online store is making effort to keep my 
personal information out of  hands of unauthorized 
individuals 
229 100,0% 0 0,0% 229 100,0% 
I feel that the online store will not release my personal 
information about me without my express permission 
229 100,0% 0 0,0% 229 100,0% 
The online store explained how they would use the 
information collected about me. 
229 100,0% 0 0,0% 229 100,0% 
This website appeals to me visually or emotionally 229 100,0% 0 0,0% 229 100,0% 
The website completely fulfills my needs and expectations 229 100,0% 0 0,0% 229 100,0% 
Using this website is satisfactory overall 229 100,0% 0 0,0% 229 100,0% 
I like to purchase products from my online store 229 100,0% 0 0,0% 229 100,0% 
I believe that this online store honestly provides correct 229 100,0% 0 0,0% 229 100,0% 
I can trust this website 229 100,0% 0 0,0% 229 100,0% 
I trust the transaction process on this website ( 229 100,0% 0 0,0% 229 100,0% 
If the online store continues maintaining current service 
performance, I will not switch to other online stores. 
229 100,0% 0 0,0% 229 100,0% 
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As far as the product types sold at the online store are 
concerned, I don't quite consider purchasing at other 
online stores. 
229 100,0% 0 0,0% 229 100,0% 
I like to utilize the selected online store. 229 100,0% 0 0,0% 229 100,0% 
To me, the online store is the best web site to shop 
clothing. 
229 100,0% 0 0,0% 229 100,0% 
When I have a need of clothes of shoes I only buy from my 
selected website. 
229 100,0% 0 0,0% 229 100,0% 
My selected website offers favourable prices compared to 
other websites. 
229 100,0% 0 0,0% 229 100,0% 
In my experience, prices are generally cheaper on my 
selected website 
229 100,0% 0 0,0% 229 100,0% 
Products purchased on this website are considered to be a 
good buy 
229 100,0% 0 0,0% 229 100,0% 
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Kolmogorov-
Smirnov
a
 
Statistic df Sig. 
On the whole, I can receive the ordered item quickly ,292 229 ,000 
 In case of potential delays I will be informed ,221 229 ,000 
Generally speaking, I would be able to know my order status at any 
time 
,263 229 ,000 
The online store provides in depth information ,184 229 ,000 
The information on the site is easy to understand ,213 229 ,000 
The information on the site is easy to understand ,262 229 ,000 
All product options, product attributes and product information are well 
presented 
,289 229 ,000 
I can easily navigate on his site ,357 229 ,000 
The degree of interaction (video, demos) offered by this site is sufficient ,272 229 ,000 
This site allowed me to efficiently tailor the information for my specific 
needs 
,213 229 ,000 
This website looks professionally designed. ,383 229 ,000 
The screen design (i.e., colours, images, layout, etc.) is attractive ,304 229 ,000 
I believe that the online store has a very safe online paying mechanism ,360 229 ,000 
I believe my credit card information will be secure when shopping at this 
site 
,383 229 ,000 
If I buy a product from this website, I believe it would be a secure 
transaction 
,263 229 ,000 
I feel that the online store is making effort to keep my personal 
information out of  hands of unauthorized individuals 
,215 229 ,000 
I feel that the online store will not release my personal information 
about me without my express permission 
,408 229 ,000 
The online store explained how they would use the information 
collected about me. 
,256 229 ,000 
This website appeals to me visually or emotionally ,334 229 ,000 
The website completely fulfills my needs and expectations ,300 229 ,000 
Using this website is satisfactory overall ,248 229 ,000 
I like to purchase products from my online store ,200 229 ,000 
I believe that this online store honestly provides correct ,254 229 ,000 
I can trust this website ,192 229 ,000 
I trust the transaction process on this website ( ,196 229 ,000 
If the online store continues maintaining current service performance, I 
will not switch to other online stores. 
,248 229 ,000 
As far as the product types sold at the online store are concerned, I 
don't quite consider purchasing at other online stores. 
,217 229 ,000 
I like to utilize the selected online store. ,279 229 ,000 
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To me, the online store is the best web site to shop clothing. ,314 229 ,000 
When I have a need of clothes of shoes I only buy from my selected 
website. 
,260 229 ,000 
My selected website offers favourable prices compared to other 
websites. 
,193 229 ,000 
In my experience, prices are generally cheaper on my selected website 
,231 229 ,000 
Products purchased on this website are considered to be a good buy ,206 229 ,000 
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Appendix 3: Cross loadings 
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Appendix 4: Path coefficients inclusive significances total respondents 
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Appendix 5: Path coefficients inclusive significances men 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
  46 
 
Appendix 6: Path coefficients inclusive significances women 
 
 
 
 
 
 
 
